The concept of retail brand equity has become a competitive tool for successful retailers in today's competitive market characterised by increase in demands by customers, increased competition and shrinking disposable income. Most stores have realised that it is cheaper to retain than to attain new customers through brand equity. This study sought to determine the nature of relationship between retail brand equity dimensions and retail brand equity for OK supermarket in Bindura. OK supermarkets are the biggest retail chain in Zimbabwe by number of outlets and market share but with dollarization the country has seen increased interest by big some of the big players in Southern Africa like Pick n Pay and Shoprite. It follows that for OK to maintain its pole position it can no longer afford to do business as usual, brand equity provides a sustainable competitive advantage. A sample of 100 respondents was interviewed at the store front. The results revealed that brand awareness, loyalty and perceived quality have significant impact on brand equity. The store managers were urged to increase promotional activities, loyalty programs and psychological factors (tangibles and intangibles) so that the firm could increase brand equity.
Introduction
The concept of retailer brand equity has attracted the attention of marketing practitioners and researchers over the recent years (Arnett et al, 2003; Krammer, 1999; Thompson, 1998) . Successful retailers depend on combining the success of the manufacturer's brand and the service nature of the industry. The different dimensions of in store setting such as colour, smell, music, crowding can influence consumer's perceptions of store ambience. These help customers to decide whether or not they visit the store, how greatly they spend time in it, and how much money they spend in it (Grewal et al, 2003) . Baker et al (2002) postulate that store environmental factors significantly affect consumer's perceptions of merchandise (price and quality) and employee service. The increase in consumer demands, competition and slow market growth are some of the factors that have complicated the marketing environment (Bloemer & Oderken-Schrodder, 2002) . Consequently, retail brand equity has become a strategic issue in the business performance. Retailer equity provides benefits like the retailer can charge premium price, guaranteed repeat purchases, it provides competitive advantage where competing products provide same benefits, and the retailer can successfully develop private labels which over the years have contributed a large proportion to sales with some cases of 70% of sales (Carpenter and Tybout, 1998) .
OK supermarkets has 52 branches nationwide making it have the second biggest network of branches after Spar with 100 including its franchisees (okziminvetsor,2013; spar, 2013) .Research has shown OK as the most preferred outlet, followed by Spar with 24% while TM has 15% market share. In terms of food and groceries OK with 71% market share had most often used outlets, followed by TM with 59% while Spar had 56%. The market dominance of OK supermarkets nationally is also found in OK supermarket Bindura where this study will be focused. The success of OK supermarkets since dollarization of the Zimbabwean economy has largely been due to its ability to reshape the supermarket experience (Reyes, 2005) . It has brought so much retail innovation and shoppertainment in the country. The economic stability that Zimbabwe has enjoyed since 2009 has made the country an attractive destination for new players in the retail industry. The country has seen Pick n Pay one of Southern Africa's big players in retail industry investing $13million for 49% stake in TM supermarkets. Shoprite another big player in the region already has a footprint in the country through a branch in Bulawayo. Spar continues to grow with its franchise approach. The retail industry has become so attractive due to high returns that have seen supermarkets that were small family businesses a couple of years ago such as Food World, Afro Foods and Shoppa Stoppa now having a network of 16 branches nationwide and having monthly revenue of $2million a month (ZIA,2013) . Consequently, OK supermarket cannot continue to do business as usual, brand equity becomes a pillar for its continued success. A number of researches have been made on customer based brand equity in other countries but in Zimbabwe a few have been done such as Evans et al (2011) based on condoms and Mutsikiwa et al (2013) based on advertising influence on brand equity and there is none on supermarket industry. The study will make contribution towards retail brand equity theories and literature from a developing country perspective. Furthermore customer based brand equity provides competitive edge for market leaders in any industry hence it becomes imperative that grocery managers understand the concept.
Research Problem
The growth of competitor supermarkets as well as the coming in of new and experienced supermarket chains in the country has a lot of implications for OK supermarkets which has been a market leader in the industry for quite sometime. New and stronger competitors will eat into the market share of OK supermarket and there is likely to be fierce competition for the customer's dollar that will give rise to increased operating costs and eventually reduced profits. Consequently the future in retailing belongs to those that are able to retain and maximise revenue from the customer through retail brand equity which becomes a sustainable competitive advantage for future market leaders.
Purpose of the Study
The study sought to determine the nature of relationship between retail brand equity dimensions and retail brand equity amongst OK supermarket customers.
Review of Literature
Brand equity as a concept began was popularised in the 1980's by advertising practitioners (Chieng and Goi, 2011) .Early researches on this area were based on financial techniques but recently they have become customer based. According to Keller(1998) brand equity is the power of the brand that is built in the minds of the consumers on the basis of what they have learnt, seen, felt and heard about the brand. Brand equity is a critical factor in company profitability. Strong brand equity enables organisations to command premium price, capture and maintain market share, sustain longer product life spans, support new product line extensions, attract investors and ward off competition (Keller, 1993) . The advertising agency Young and Rubicam has provided the brand asset valuator (BAV) model which considers that brand equity has five key components: differentiation, energy, relevance, esteem and knowledge. Keller (1993) 's brand resonance model requires that six brand building blocks be established with customers. It requires that brand: salience, performance, imagery, judgments, feelings and resonance is provided in order to create significant brand equity. Many studies have used Aaker(1991) brand equity model which has four dimensions of brand equity namely brand loyalty, brand awareness, perceived quality and brand association (Aaker, 1991; Yoo et al 2000; Washburn and Plank 2002; Kim and Kim 2004; Pappu at al 2005; Atilgan et al 2005) .In this study the four brand equity dimensions will be adapted to suite the uniqueness of retail setting to become retailer loyalty, retailer awareness, retailer, retailer perceived quality and retailer association. Retailer loyalty is one retailer equity dimension which researchers such as Dick and Basu (1994) have argued should be measured both behaviourally and attitudinally. Loyalty is a strong commitment to rebuy or repatronise a particular product regardless of situation (Oliver, 1999) .According to Aaker (1991) it is an attachment that a customer has to a brand. It reflects how likely a customer is to switch to another brand when for example there is a change in price and features. Awareness is found in all brand equity models (Kapferer, 1997) . It is the ability to identify the brand under different conditions linking the brand name, logo; symbol etc to certain associations in memory (Keller, 2003) .A recognised brand is more likely to be selected over unknown brand. Retailer perceived quality is an intangible overall feeling about a brand that affects market share, price and profitability (Aaker, 1991) . According to Zeithaml (1988) it is consumer's judgment about a retailer's overall excellence or superiority. It influences directly buying decisions and brand loyalty when there is no motivation for detailed analysis. Customers tend to choose brand based on perceived quality not on detailed specifications. The retail items that would determine perceived quality include store design and visual merchandising, customer service and pricing. Retailer associations are informational nodes linked to a brand node providing meaningful information about the brand for consumers (Keller, 2003; Krishnan, 1996) . Ultimately, the success of a brand and a retailer depends on how closely the images of the selling organisation and the brands meet the expectations of the consumer (Porter and Claycomb, 1997) . 
Conceptual Framework and Hypothesis

Hypothesis
The study sought to determine the nature of relationship between retail equity dimensions and retail equity. The following hypotheses have been developed to test the significance of the relationships.
Brand Awareness and Equity
Brand awareness can be divided into brand recognition and brand recall. Consumers reach purchase decision making by using heuristics such as "buy brands they have heard of" or "choose the brand they know" (Keller, 1993) . Atilgan et al (2005) argues that brand equity occurs when consumers are aware and familiar with the brand at high level and hold some strong favourable, unique brand association in memory. Brand recognition is important for new brands while brand recall is important for well known brands (Aaker, 1996) Vol. 8, No. 19; confirmed that retail awareness has a significant positive effect on retail equity (Yoo et al, 2000; 2006) . Consequently, with these assertions the following hypothesises have been developed: H 1 : Retail awareness has a positive impact on retail equity.
Retail Association and Equity
Retail association is the core asset for building strong brand equity (Chen, 2001) .It can be divided into product associations and organisational. Product associations can include price, quality and usage. Organisational associations would include corporate ability and corporate social responsibility. Researchers have concluded that retail association has a significant positive effect on retail equity (Yoo et al, 2000; 2006) .This has led the study into the following hypothesis H 2 : Retail association has a positive impact on retail equity.
Perceived Quality and Equity
Perceived quality has been considered as the primary dimension in customer based retail brand equity (Aaker,1996) . Jones et al (2002) posit that there is direct relationship between perceived quality and repurchase intention, recommendation and resistance to better alternatives which are at the core of retail brand equity. Product cues can be divided into intrinsic and extrinsic nature (Steenkamp, 1997; Zeithaml 1988) . Intrinsic attributes cannot be changed or experimentally manipulated without changing physical nature of the product for example colour and flavour. Extrinsic attributes are external to the product such as price and store. Consumers tend to depend on extrinsic cues when they have inadequate information about the product (Zeithaml, 1988) . Intrinsic cues have higher predictive value and are better influencers in judging quality than extrinsic cues (Fiore and Damhorst, 1992) . Olsen et al (2011) have concluded that intrinsic cues are mainly responsible for developing consumer's perception about quality variation while extrinsic cues have minor role. Extant literature shows that perceived quality is directly related to brand equity (Umar et al, 2012; Nguyen, 2012; Nguyen et al, 2011; Loureiro and Francisco, 2011; Erenkol and Duygun, 2010) . Therefore in this study the author suggest the following hypothesis.
H 3 : Perceived quality has a positive impact on retail equity.
Retail Loyalty and Equity
Aaker (1991) postulates that retail equity is a marketing pattern with the purpose of promising loyalty by enhancing consciences, brand association and other equities. Most researches claim equity can influence consumer loyalty in a direct way while Gustafsson and Johnson (2002) put that brand equity influence loyalty indirectly as it depends on consumer's experience with the brand and brand experience is the only way for gaining consumer loyalty. Chaudhuri and Holbrook (2001) posit that there are two major values in equity: hedonistic and utility value. The study concludes that there is a positive linear connection in hedonistic values between brand equity and loyalty while there is a negative linear connection in utility values between equity and loyalty. Retailer loyalty can be looked at from two perspectives namely cognitive loyalty and behavioural loyalty (Keller, 1998) . Behavioural loyalty is linked to consumer behaviour in the marketplace as shown by repeated purchases. Cognitive loyalty means a brand is the first one to appear in the consumer's mind when the need to make purchase decision arises. Keller (1998) further states that one of the characteristics of brands with strong brand equity is strong brand loyalty. Aaker (1991) also supports this by his assertion that brand loyalty could be considered both a dimension and an outcome of brand equity. This leads this study into the following hypothesis:
H 4 : Retail loyalty has a positive impact on retail equity.
Measurement
Responses to the dimensions were elicited using 5 point likert scales which were 5-strongly agree, 4-agree 3-not sure, 2-disagree, 1-strongly disagree. The responses were obtained for retail brand equity and its four dimensions: awareness, association, loyalty and perceived quality. The questionnaire was initially given to one university marketing lecturer so that he could improve on content validity. He suggested some improvements which were taken into account. It was then pretested at OK Rezende in Harare CBD. There were some ambiguous questions that the researcher rephrased so as to come with the final questionnaire (see Table1) .
The scales were evaluated for validity and reliability. Pearson's correlations were calculated between brand equity and its dimensions. Reliability was measured using cronbach alpha (see Table 2 ). Cronbach alpha ranging from 0.73 to 0.92 and retail brand equity had overall cronbach alpha of 0.82. This shows a coefficient exceeding the cut of value of 0.7 recommended by Nunnally (1978) hence the reliability was high. Validity is shown in Table 3 where correlations ranged from 0.78 to 0.89 which is a high positive correlation between brand equity and its www.ccsenet.org/ijbm
International Journal of Business and Management Vol. 8, No. 19; dimensions hence the scales were valid. Factor analysis was used in analysis of the store awareness, store associations, perceived quality, store loyalty and brand equity. Store awareness was obtained from data reduction of questions 1 to 11, store associations questions 12 to 16, perceived quality 17 to 29, store loyalty 30 to 34 and the data for store awareness, store association, perceived quality and store loyalty were used in obtaining brand equity. 
Correlations Results
The correlations of the retail equity dimensions revealed that store awareness and store association had a strong positive correlation of 0.8 (Table 4) . For the other dimensions the correlations were weak ranging from 0.425 to 0.6. According to Salkind (2008) the best predictor variables are those that do not correlate with each other but correlate with what is being predicted. Store awareness and store association were closely related hence one of them was dropped so the conceptual framework changed to Figure 2 . 
Results
The study has given final linear multiple regression for calculating brand equity as Y= 0.396 X 1 +0.299 X 2 +0.306 X 3 -0.05, where Y-retail brand equity, X 1 -awareness, X 2 -perceived quality, X 3 -loyalty. The equation shows that brand equity depends on awareness, perceived quality and loyalty. An increase in at least one of the dimensions will have a direct proportionate increase in brand equity.
Awareness and RBE
H 1 was that retail awareness has a positive impact on retail equity. Regression analysis ( Table 5 ) showed confirms that awareness has a significant impact on retail equity. Awareness has a beta value of 0.416 showing strength of relationship of approximately 42%.This implies for every unit increase in awareness there is 42% increase in brand equity provided other variables are held constant.
Perceived Quality and RBE
H 3 puts that perceived quality has a positive impact on retail equity .This hypothesis has been supported by the regression analysis (Table 5) . It has a beta value of 0.397 which shows strength in relationship of 40%. For every unit increase in perceived quality there is 40% increase in brand equity provided other variables are constant.
Loyalty and RBE
H 4 was that retail loyalty has a positive impact on retail equity. The regression analysis has confirmed that loyalty has a significant impact on retail equity. Loyalty has a beta value of 0.423 which shows strength in relationship of 42%. This means for every unit increase in loyalty there is 42% increase in brand loyalty when other variables are constant.
Customers' retail brand equity is significantly influenced by loyalty, awareness and perceived quality. The three dimensions are equally important to customers.
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Discussion
The study has supported H 1 which posit that retail awareness has a positive impact on retail equity thus confirming Yoo et al (2000; 2006) . This finding shows that retail awareness is important in having retail equity. As a result the firm should increase promotional activities like advertising, sales promotions, direct sales, public relations and publicity activities. Once customers' awareness about the store is increased this translate into increased retail brand equity.
There is also a positive correlation between perceived quality and brand equity thereby confirming H 3 that says perceived quality has a positive impact on retail equity. Relatively perceived quality has the minimum effect on brand equity although it's almost equal to that of loyalty. The finding supports the findings (Umar et al, 2012; Nguyen, 2012; Nguyen et al, 2011; Loureiro & Francisco, 2011; Erenkol & Duygun, 2010 ) that perceived quality has a positive relationship to brand equity. The firm can increase brand equity through increasing perceived quality variables. These include psychological factors that are either tangible or intangible. Tangibles include displays, fixtures, signage, angles, sightlines, staff proficiency and customer service. Intangibles include those things that affect customer senses such as light, colour, texture, shape and atmospherics.
Loyalty has a positive beta value that is similar to that of awareness which shows the two variables have similar effect on brand equity. The result also supports H 4 that says retail loyalty has a positive impact on retail equity. This confirms studies by Chaudhuri and Holbrook (2001) & Keller (1998) which concluded that RBE and loyalty are positively related while disconfirming Gustafsson and Johnson (2002) 's assertion that RBE and loyalty are indirectly related. The firm should increase loyalty programmes which build trust and word of mouth. Once customers have developed trust they can become loyal and can recommend the firm to others.
The study sought to determine the nature of relationship between brand equity dimensions and brand equity. The results of the study was shows that there is a positive relationship between brand equity and its dimensions as shown from the linear multiple regression Y=0.396 X 1 +0.299 X 2 +0.306 X 3 -0.05. The regression shows that an increase in any one of the dimensions will be followed with an increase in brand equity. However, it is important to note that the best results of increase in brand equity require an increase in all the dimensions. Under conditions of limited resources a firm can focus on any one dimension which will resultantly lead to an increase in brand equity.
The study has implications for managers which include that awareness and loyalty are the most effective way of increasing brand equity and the two are closely followed by perceived quality. It is important to note that an increase in any one dimension can only lead to increase in brand equity if the other dimensions are not changed otherwise if the other dimensions are reduced more than the increase of the other dimension there will be net reduction in brand equity. However the best increase in brand equity is through increasing each of the dimensions.
Conclusion
The study has shown that an increase in at least one of the dimensions will lead to proportional increase in brand equity. Awareness and loyalty have the greatest effect on brand equity while perceived quality closely follows. It can be observed that each of the brand equity dimensions has impact on brand equity. The most ideal situation would be to increase all the dimensions so that maximum brand equity can be obtained. On the contrary a decrease in any one of the dimensions would lead to decrease in brand equity if the other dimensions are held constant. The study has shown that awareness and association have a similar impact on brand equity hence it gives brand equity conceptual framework that has three (as shown in Figure 2 ) instead of four dimensions. Indeed the study has opened interest for further research on the brand equity on OK supermarkets chain not just one, brand equity based on demographic factors such as gender, income and age. It would be interesting to note the effect of the brand equity factors based on these different demographic factors.
